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To anyone who joins me on the mission to ignite the pride, purpose, and respect for the profession of sales!
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Introduction


Right now, you are reading this book for one of three reasons:




	You are new to sales and looking to adopt a step-by-step process that will help you dominate in your new career.


	You are a salesperson experiencing a slump, and you are looking for solutions.


	You are in the top 1 percent as a salesperson and are always seeking leading-edge sales techniques and resources to give you a competitive advantage.





Wherever you are in your sales career right now, this book will help. I can tell you with 100 percent confidence that if you experience inconsistency throughout the year, struggle to handle objections, lose customers to the competition, or even want a structured resource to keep you at the top of your game, then this book is for you. I wrote this book for one sole purpose: to show you a way to achieve the highest conversion rate—no matter the economic climate, circumstance, or situation.


A consistent process will be the key to your improved conversion rate. An inconsistent sales process leads to inconsistent results, which leads to uncertainty in your sales forecast. Harvard Business Review found that companies that defined a formal sales process experienced 18 percent more revenue growth than companies that didn’t.1 And guess what? Those companies that executed that research performed at an even higher growth percentage. This is nuts, right? Just having a formal sales process without the accountability of execution showed an 18 percent revenue growth. Can you imagine what would happen to your own sales if you both read this sales process and implemented it? Right now, do the math to figure out what an 18 percent raise this year would be for you. Use that as your motivation to implement the ideas you read in this book.


This book provides a bulletproof sales process for you. It was created from my own personal experiences in sales, distilling the best ideas from leading sales experts, and refined by studying hundreds of sales warriors across every industry you can imagine. I can promise you that everything in this book has been personally vetted by myself, my sales team, and the hundreds of clients and thousands of salespeople that FPG has worked with over the last fifteen years. There is a reason FPG is ranked a Top Sales Training Program in the World by Global Gurus, a research organization and the top website for the world’s best thought leaders, teachers, trainers, and speakers globally.2


I’ve stripped down my award-winning ninety-day Warrior Selling Training program to the basics and provided it here in Warrior Selling for you to adopt as your new sales process. The process will meet your current circumstances and any situation in the years to come. Its twelve steps will teach you how to understand your customer’s mission on a deeper level, to present solutions without fear or hesitation, and to remove ambiguity to resolve your sales. The process that you walk away with will continue to be relevant, so you can continue to sell through any season, situation, or circumstance.


Most sales training and books are based on somebody’s opinion; the author is writing a book to teach the world to sell in the way that the author wants to buy. Warrior Selling is different. It is not my opinion. It was not created based on my preferences. Every step in this process is backed by research that shows the majority of people respond positively to this method of selling. The research comes from BSRP, the leading research company on the science of selling; from neurolinguistic programming (NLP); and the work of many different psychologists. Each of the twelve steps in Warrior Selling uses research from the Behavioral Sciences Research Press or from NLP metaprograms that prove a correlation to closing sales. I urge you to read this book with confidence that the steps have a proven correlation to closing more sales, when executed correctly. I want you to feel confident in the twelve steps knowing that every bit of this process is backed by science, showing the majority of people will respond positively to this approach.


More important, this process was not just created by scientists and theorists but also by studying practitioners. These practitioners are among the top 20 percent of sales professionals across more than forty industries that we serve. (We call them Sales Warriors.) We observed and interviewed them to clearly understand how they think, behave, and speak. Next, we field-tested the approach through our own use of the steps when selling FPG’s sales recruiting and sales training services. Once we were comfortable that we had a winning process, we gave it to our clients. As of this writing, thousands of sales professionals across forty different industries have learned and executed the twelve steps to Warrior Selling, with record results. We did all of this to ensure that everything in this book makes up the most relevant—and most successful—sales process.


I’ll say to you what I say to all my clients: I’m not in the business of making salespeople worse or poorer. If you need a little more convincing, here are several of the over forty industries (as of this publication) represented by those who have gone through our Warrior Selling program successfully and have provided testimonies affirming their success:




	residential construction


	fifty-five-plus homebuilding


	forward mortgages


	reverse mortgages


	gold and precious metals


	industrial machinery and equipment/heavy construction machinery


	commercial construction


	pension fund


	commercial concrete


	engineering services


	fitness and yoga


	architectural and interior design services


	concrete and masonry staining


	environmental goods and services


	luxury mattresses


	luxury automobiles


	health care


	commercial and residential furniture


	commercial and residential roofing


	commercial HVAC


	sporting and recreational equipment, retail


	commercial fleet tracking


	loss prevention


	learning technology


	senior living and assisted care


	
cremation services


	management consulting


	recruiting and headhunting


	military recruiting


	plastic reusable containers, pallets, and bins


	plastics for recreational marine, agricultural, and military vehicles


	commercial distribution


	motor vehicle manufacturing


	marketing and advertising


	software as a service over the internet (SAAS)


	lawn design and construction


	commercial and residential real estate


	human resources


	banking and financial services


	wholesale residential lumber and building materials


	commercial and residential security


	translation and linguistic services


	IT services


	residential and commercial audiovisual


	personal and commercial insurance





If your industry is on this list, this book is for you. If your industry is not on this list, but an industry parallel to yours is, this book is for you. If neither of these statements apply, this book is still for you because this process has succeeded with over forty different industries and will succeed for you as well.




While reading this book, you will probably notice that you are already doing a few steps all the time and other steps some of the time. Some steps you may have never done before, either because you have never thought of it or because it is not the way you would prefer to buy. If a step would not represent your preferred way to buy, rather than disregarding it, I urge you to have curiosity and amusement, realizing that’s just what makes your purchasing style unique. Realize that, for the specific step, your preferences are outside of the majority. It is rare that one person falls into the majority in all categories of anything. For instance, if I was to list the American favorite in different food categories, it would be likely, if you are American, that you would agree with the most popular choice most of the time but fall outside the favorite some of the time. Let’s test it:




	American’s favorite fruit: bananas


	American’s favorite breakfast food: eggs


	American’s favorite vegetable: broccoli


	American’s favorite ice cream flavor: chocolate


	American’s favorite pizza: pepperoni





How did you stack up? Did you align with all the food choices or just some of them? If you were hosting a group of Americans at an event, you would make sure eggs and bananas were served at breakfast, have more pepperoni pizza than any other type at lunch, have broccoli as a side vegetable, and, if you were offering ice cream for dessert, offer chocolate. With these selections, you would know that virtually everyone would be satisfied. You would choose that way even if you would prefer blueberry pancakes for breakfast, cheese pizza, and strawberry ice cream. Hosts take care of their guest’s needs and wants, not their own. Such is the same in sales; using these steps is your way to best serve and take care of your prospects. It will keep them coming back for more.


The sales process you are about to learn makes all other sales processes obsolete. It is time for you to stop winging it with every sale. An inconsistent sales process leads to inconsistent results, which leads to uncertainty in your sales forecast. Right now, you have just taken the first step to change that. Welcome to the Warrior Selling process.











CHAPTER 1
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The Warrior Selling Philosophy


I BELIEVE THAT ALL teachers have a moral obligation to be transparent about the lens through which they see the world. This allows students or readers to make informed decisions about whether they want to adopt the teacher’s beliefs or strategies for themselves.


I remember reading a book in which the author wasn’t up-front with his belief system, and the entire time I kept thinking, Wow, this guy hates salespeople! He stressed building a sales department so that salespeople couldn’t take advantage of the company or client because his lens seemed to be that if given the opportunity that’s exactly what salespeople would do! Had I known up front that he presupposed that salespeople were bad and manipulative, I would have made the informed decision not to read that book.


So be aware that I believe sales is a noble profession. I revere sales. I revere Sales Warriors. Sales Warriors are the ones who could take a salaried, nine-to-five job but choose instead to gamble on themselves. They know if they earn millions or go broke, it’s on them. That is the Sales Warrior spirit that inspired me to dedicate my life to helping them succeed.


Every step in this book is written from the belief that not only is sales noble but salespeople are as well; furthermore, I believe this process will be used with the highest integrity. I believe that salespeople are good and that they choose to sell products or services that improve the world.


One of the questions I’m asked the most, and one that you are probably asking yourself right now is, “What is a Sales Warrior?” Let’s start with what it means to be a warrior. Everyone has warrior moments; some just choose to have more of them. If you were a student who flunked a test, used that as motivation, and got an A in that class, that was a warrior moment. If you racked up debt and overcame it, have given birth, had a difficult conversation with your child, have fought against sickness or disease, have stood up to bullies, or have had to pick yourself up after a tough loss, those were warrior moments. A warrior that needs to be recognized and unleashed is already within you.


In all these Warrior moments, the roles of Servant, Leader, and Protector converge. For example, a parent serves the child by getting him or her to soccer and dance practice. That same parent will lead their child by teaching successful study habits to do well in school. That parent protects their child from the bullies and negative influences.


What does it mean to be a Sales Warrior? How do we apply our inner warrior to our roles as salespeople?


[image: images]


Sales Warriors are always leading, protecting, and serving. They lead their customers toward life improvement and away from pain. They protect their customers from manipulation by the competition, or from other people in their life that don’t have the knowledge that they do. They serve by helping their prospects discover their desires, dreams, and destiny while taking care of them, so the buying process isn’t filled with fears, frustrations, and the failure of not finding a solution. Sales Warriors show their prospects why they need their product or service and highlight the consequence of not moving forward today.


To be the ultimate Sales Warrior, all three archetypes need to be present in all your customer interactions. Balancing the three archetypes makes the Sales Warrior.


Let’s look at each of the archetypes on their own. Each one starts out good, with solid purpose and integrity, but if it becomes unbalanced and overgrown, the archetype becomes cancerous to the process and a shadow version of itself.


If someone only has the archetype of a Leader, it transforms into its shadow version, the Dictator. The Dictator is overly focused on the process and extremely rigid on having the prospect follow them, regardless of what is best for the prospect.


If someone only has the archetype of a Protector, it transforms into its shadow version, the Jail Warden. The Jail Warden is overly dogmatic, and though the person will be able to keep the prospect from going with competition, he or she could do so at the expense of what is best for the prospect.


If someone only has the archetype of a Servant, it transforms into its shadow version, the Pushover. The Pushover will empathize and understand the prospect but get stuck in the sales version of the friend zone. The Pushover knows exactly what is best for the client but can’t influence the client to act on what is best.


Now let’s look at what happens if you have two strong archetypes and one that is underdeveloped. As you read them, think through your own relationships with prospects to determine which archetype you want to focus on engaging.


If you are a strong Leader and Protector but lack as a Servant, you will not understand your customers’ deeper needs and risk losing rapport. Or worse, you won’t deeply understand and empathize with them, and you could lead them to a product that wasn’t the best option.


If you are a strong Protector and Servant, but lack as a Leader, you don’t give your customers the bold advice and guidance they need to make decisions. You will be a kind salesperson who follows up, one who truly understands what solution your prospects need. But when they say they want time to think things over, you yield and allow them to make a huge purchasing decision without you.


If you are a strong Leader and Servant but lack in being a Protector, you are great at handling objections and guiding prospects to clarify their goals. You are also great at knowing what solution will help them attain their goals. But, without the protector side, you will forget to arm them with information and education that will protect them from the objections given by the news, their colleagues who haven’t done any research, and the competition who will leave out important information.


To truly serve as a Sales Warrior and embody all the archetypes, you will also be known as a Benevolent Alpha, caring about the person and the outcome and having the courage to lead the way, be provocative, and speak the truth. It’s the convergence of these three archetypes.


Beginning now, choose to fulfill your mission to lead, protect, and serve. Choose your higher purpose of being a Sales Warrior, something you were called to become. The moment you choose a career in sales, you choose a life of leading, protecting, and serving. Sales Warriors know that they are improving the lives of those they serve and earn what they are truly worth for doing it. The Sales Warrior believes sales isn’t just a career; it’s a mission.


The Warrior Selling process was created for all salespeople, but only Sales Warriors will succeed at the highest level. Some of the concepts in this book may feel uncomfortable to you at first, but that’s the way of the warrior. Every great warrior is fighting a war—not against customers but is against their competition, their prospect’s fears and insecurities about making big financial purchases, and their prospect’s worry over not being taken care of and worry that purchasing is difficult. Your daily mission is convincing every prospect you speak to that the biggest mistake is not moving forward with you today. That is the identity of a Sales Warrior.


What is the Sales Warrior’s philosophy? Everyone lives by a philosophy. Consciously or subconsciously, you have a philosophy about being a parent, spouse, and friend; about your health; and about your spirituality. The Warrior Selling philosophy is your philosophy for your career in sales and was created as your guiding focus through every sale, to constantly call back on, to keep you aligned with your mission and goals as a Sales Warrior. That philosophy is this:
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Whatever decisions you make, you are always either moving away from pain or trying to move toward some life improvement. Maybe you sell to consumers, with the purchase bringing more happiness or fulfillment in their personal life. Maybe you sell to other businesses, with purchases bringing more speed and profitability for the company. Whatever company or industry you are in, the effect is the same: the lives of your customers are improved by moving forward with you.


Let’s look at the second part of our philosophy: Sales Warriors believe their mission is to liberate their customers from any indecision. I believe that nothing is more crippling for sales than ambiguity. I also believe the number one driving force of the human race is freedom from whatever is holding someone back from life improvement. In other words, people feel terrible when they don’t know what to do, which product to buy, or which service will really get them to their goal. And the one motivator that pushes people to decide and “unstuck” themselves is freedom.


Humans are constantly in search of more freedom, even when it comes to the small, seemingly unimportant decisions in their life. For instance, why is it that whenever you drive home from work, you turn on the GPS to find the fastest route? Because you want freedom—from the traffic jam and your tough work-day. After a long day of work, you are looking forward to your kids’ 8:00 bedtime and a nice glass of wine with your spouse. Why? Because it is freedom from responsibilities.


In contrast, most other training companies will tell you that the philosophy of selling is to build long-term relationships. They believe that if you take your prospects to enough events and dinners or spend enough time building relationships, then eventually, they will buy from you. The “soft selling” revolution encouraged these untested and unfounded beliefs.


Let’s examine some history. When the 1980s came, luxury and materialism were at their height. In 1984 the number-two hit on the US Billboard Hot 100 was—you guessed it—Madonna’s “Material Girl.” This culture was reflected in several hit sales movies, starting with Wall Street (1987), then Glengarry Glen Ross (1992), and even into the 2000s with Wolf of Wall Street, which was released in 2013 but took place in the 1980s. So, even thirty years later, we are still fascinated by the extremism of the eighties.


Most salespeople in the eighties were not corrupt as portrayed in these films, but a few were, and the media greatly amplified that. After this incredible level of improper salesmanship, the pendulum swung in the opposite direction. So instead of balancing out, we had the soft-selling revolution, which included books and training that were released in 1994 and 1998 by that name. Other soft-selling techniques that were popular were relationship selling and then consultative selling.


Such programs were not created to stand alone and be “the way” but instead were apologies for the behavior of the eighties. This swing to a softer side of selling is just as unhelpful and maybe even as hurtful as the other side. Now instead of people being manipulated quickly to make purchases that don’t get them to their goal, salespeople are allowing prospects to walk away from life-improving solutions for fear of looking pushy. Just as many people are not getting the solutions they need.


I refuse to be a reaction to those before me. I will stand in the balance between caring about people and not allowing them to make the mistake of walking away from a solution that I know will improve their life. Some people think I am too hardcore or too pushy, but if a doctor knew of a medicine that would help me be healthier and didn’t tell me because they were afraid of looking pushy, I would be pissed. So that is why I speak my truth and know I can sleep at night. I did what I was meant to do that day. The Sales Warriors I work with feel the same way. And together, all of us are leading the world to a new vision of what a salesperson is: a Warrior, leading, protecting, and serving. I am honored to invite you to join this mission with us.


The Warrior Selling philosophy is to provide what all customers desire at their core. They want to get away from their pain and move toward life improvement. They want a Sales Warrior who will liberate them from any ambiguity and indecision they feel during the buying process. This is not for the meek, and it will not give you permission for mediocrity. To succeed with this process, you must become the highest version of yourself. It’s called Warrior Selling for a reason.











CHAPTER 2
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The Warrior Selling Beliefs


I’VE SPENT MY entire career using the Warrior Selling philosophy to ignite the pride, purpose, and respect for professional selling. From that philosophy came the fifteen foundational beliefs of the Sales Warrior, the core truths every Sales Warrior lives by, which form the backbone of every single tactic and mental-toughness technique you’ll find in this book. In order to execute each of the twelve steps of this process with the right intention, you must understand the values. I start our training program with these beliefs because I only want to teach this process to people who will use it for the greater good.


Hold these beliefs as your guiding principles as you learn the Warrior Selling process. Every single step in this book stems from one of these beliefs, and every one of these beliefs connects to a step in the Warrior Selling process. This is your preworkout playlist to get you energized for the hard work ahead. These beliefs are your Sales Warrior anthem. Everything you are about to learn is with the assumption that you are ethical in selling something that improves the world and will use these techniques to make the world better.


Selling Means to Give Certainty plus Education with Rapport


Selling is more than influencing another to produce a mutually beneficial outcome. You can influence a buyer’s thoughts, emotions, motivations, behaviors, and words. How you influence another can be broken down into certainty plus education with rapport.
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